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摘  要 
 
I 
摘  要 
本研究旨在探讨 1995 年以来，台湾历届“立法委员”选举期间，国民党和
民进党候选人及其政党广告策略的异同。研究选取 1995、1998、2001、2004、







































This research is to examine the differences between campaign advertising 
strategy of Kuomintang (KMT) and Democratic Progressive Party (DPP) in the 
Taiwan’s “Legislator” Election since 1995. The research is conducted on political 
advertisements presented from Candidate registration deadline to polling day from 
1995-2012 in the China Times, Liberty Times and United Daily News. This study 
collected a total of 409 advertisements, using content analysis as a method.  
Results show：①The total amount of KMT campaign advertisements is more 
than DPP’s and both parties’ campaign advertisements raise as closer to polling day. 
KMT advertising bodies are more involved in political parties, while DPP more 
candidates involved. KMT pays more attention to the news section and tends to use 
half version and reported eye, while DPP pays more attention to advertising special 
edition and tends to use half and full-page versions. ②In terms of thematic strategy, 
both parties’ advertisements are issue-oriented. Justice, corruption, black money and 
the campaign are three main issues. KMT puts more emphasis on macro issues such 
as the economy, while DPP is more concerned about livelihood issues such as public 
works and social welfare. Moral character and spirit of service and learning ability are 
the main images that bipartisan are concerned. ③In terms of confrontation strategy, 
KMT is more positive, using more positive advertisings, while DPP is more 
aggressive, using more negative advertising. On negative ads, both parties tend to 
attack topics and use purely negative attack ads, attacking opponent's political 
achievements or experiences. On Cuipiao emergency ads, KMT uses more Cuipiao 
ads and solid votes ads, while DPP uses more allocation of votes ads. ④In terms of 
appeal strategy, both parties use more emotional appeals. ⑤In terms of performance 
strategies, both parties’ ads use more colors and symbols of political parties. KMT 
uses more rival political party color than DPP. While DPP is better at the use of 
















image, followed by party celebrity image. DPP ads use more multiple candidate’s No., 
while KMT ads use more political party’s No. ⑥For different newspaper media, the 
KMT tends to use China Times and United Daily News, while the DPP tends to use 
Liberty Times. On the newspaper that has consistent preference to the political party, 
both parties tend to use more election coverage forum and image advertising. On the 
newspaper that has different preference to the political party, both parties tend to use 
more advertising special forum and issue advertising. 
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严兰芳（2003）对 1995、1998 和 2001 年台湾“立委”选举中各政党的广告
费用和比重进行了分析发现，整体“立委”竞选广告的费用均在 8 亿台币以上，
1998 年的广告费用则高达到 10 亿 1300 万台币。每年的竞选广告费用，国民党
和民进党均远在其他党派之上，如图 1.1，1995年民进党竞选广告费约为 5亿 8000
万台币，国民党约为 2 亿 1800 万台币，而新党只有 5 千 900 万。虽然报纸竞选
广告比重并不很大，但除电视媒体外，报纸媒体仍是第二大竞选广告投放媒体。























图 1.2 1995、1998、2001 年台湾“立委”选举政党报纸竞选广告比重 
 
1.2 研究目的 
从 1989 年到 2012 年，台湾“立委”选举已历时八届。1989 年民进党刚成
立，1992 年“立委”进行全面改选，政党结构由过去国民党占绝对优势变成民
进党占有近 1/3 席位，民进党与国民党的实力差距开始逐渐缩小。直到 1995 年
的“立委”选举，民进党的发展壮大进一步增强了其在“立法院”的制衡作用。 
因此，本文的研究目的是从报纸竞选广告，探讨国、民两党及其候选人从



































表 2.1 政治广告分类 
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